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SUMMARY

In 2000, 26 percent of the Estonian population traveled abroad during their 28
days of annud vacation, compared to only 2.5 percent in 1993. The average
duration of tours was four days The dedtination for outgoing vistors was
mainly Finland and Sweden dthough interest in visiting Finland is decreasing.

More than 6,700 Estonians visited the United Statesin 2000, which isa4
percent increase from 1999. The average Estonian vistor staysin U.S. for 9
days, spends gpproximatdy USD 1,100 when traveling to the U.S.,, 60 percent of
which is spent on the airfare.



There are no direct flights from Estoniato theU.S,, and hardly any
competition between the airlines sdlling tickets to U.S. detinations.
Consequently, the ticket prices remain high. Packaged travel deds a
competitive prices are sold mainly through Scandinavian travel agencies.

Horida, Cdiforniaand New Y ork continue to be the most popular destinations
for Edoniansinthe U.S.

A.MARKET OVERVIEW

Egtoniaislocated on the Bdtic Sea, and shares land borders with Russaand
Latvia Finland lies to the north and Sweden to the west. Finland wasthe main
partner in foreign tourism for Estonia. Starting from 1995, every year about 90
percent of foreign vitors served by Estonian tourism firms came from Finland.
Asareault of amore intense vessd s traffic between the two countriesin
1995, the number of one-day vigtors from Finland has increased seeply.

Despite the extengve growth during the last few years, Estonias tourism
sector isdill andl by internationd sandards. Nonethdess, Estonia has
become a key touriam destination in the Bdtic Searegion.

For the whole year of 2000, Estonid s tourism receipts (incl. fare recaipts)
amounted to EUR 709 million. In 1999, the respective figure was EUR 662
million. Tourism counts for 14 percent of the totd exports of Estonian goods
and sarvices.

Airlinesinduding SAS, Lufthansa, Lauda Air, Audrian Airlines and Finnair

sarve Tdlinn with direct flights to many European dities, induding Helsinki,

Stockholm, Copenhagen, London, Hamburg, Frankfurt, Moscow, Kiev, Minsk, Warsaw,
and dso Rigaand Vilnius

Trave optionsto and from Estonia are well developed with Finland and Sweden
and through them dso with other northern countries. Trangport links with other
markets are dill insufficient: road trangport is both time- consuming ard
uncomfortable, air trangport to the main European and U.S. dedtinationsis
expendve due to the lack of competition. As Edtoniais located relatively far
from main European tourism markets, a precondition for vital touriam is easy,
fast, comfortable and favorably priced trangport links with the target

countries

B. MARKET TRENDS

The Edtonian tourism sarvices market has undergone enormous changes since the



country regained independencein 1991. Internationd travel used to be
complicated and not accessible to the mgority of the Etonian population.
During the first years of independence passports were introduced, the nationd
currency was strong, and people started to explore foreign countries. For a
mgority of Egoniansthe firg foreign country to vist was Finland (ftill a
favorite), followed by Sweden. The next sep wasto vist Western European
countries and buy tour packages to Canary Idands, Cyprus and Turkey.
Devauation of the currency in Thailand made tour packages to that region very
popular, especidly after the long winters.

European cities remain the most popular travel destinations for Estonians, led
by Latvia, France, Itdy, Germany and Spain. Sixty five percent of the
travellers are making low cost boet tripsto Finland and Sweden. Thereisaso
aggnificant number of people vigting thar rdativesin CIS countries

The U.S. isdill ardatively new market for Esoniantourigts. The main
obstadle to rgpid market growth isthe high cost of the airfare from Talinn to

dl the U.S. destinations. For example, around trip Tdlinn-Horida costs
approximatdy USD 700 in comparison with Stockholm-Horidawhich might be
purchased for aslittle as USD 250.

Top dtiesvigted inthe U.S.:

New York
San Francisco
Miami
LasVegas
Washington

Source: Estonian Travel Agency’ sfiles

Estonians do not need avisafor traveling to most European countries but they
do need one for the U.S.

It isinteresting to andyze the didtribution and concentration of the tourist
market between travel agencies and tour operators. Some 11 travel agencies
concentrating on domegtic travel (12% of the total) handled 93 percent of

incoming vistors, and 13 travel agencies concentrating on internationd trave
(9% of the tota number) sent 75 percent of tourists to abroad.

C.END-USER ANALYSIS

Thetypicd Egtonian tourigt going to the U.S. isayoung mae (age 23-28)
traveling with hisfriends. The younger generation has a good knowledge of
English, higher level of education and is quite independent.



About 80 percent of thetravelersto the U.S. have a combined businessand
tourigt visaindicating that most of the people on business trip dso want to

take avacation in the U.S. The cogt of avisa (around USD 45), many sopovers
in Europe and high price of the airfare might be some of the reesonswhy the
U.S. isnot conddered afamily vacation degtination.

In the year 2000 Estonian tourists Stayed abroad an average of 4 days. The
average durdion of atrip varied depending on the dedtination: in the United
States 85, in Thailand 11, in Itdy 8.3, in France 6.5, in Finland 2.5, in
Sweden 2.7 and in Latvia 2 days.

SALESPROSPECTS

New York, Cdiforniaand Horida are the top choicesin the U.S.- New York as
the mgor gateway; Florida for the sun, beaches and Disney World; Cdifornia
aso for the saun, the lifestyle, and as a gateway to the nationd parks region.

For both busness and vacation trave, fly-and-drive remains the most popular
way for Estoniansto travd to and in the United States. After flyingto a

maor city, tourigs are likdly to rent a car and drive to the next

destination. Two of the most popular routes are New Y ork-Miami and Las
Vegas-Los Angdles San Francisco. The mgor tourism attractions are locations
that are recognized from American TV series broadcadt in EStonia

D. MARKET ACCESS

Egtonia welcomes foreign investment. Estonia scores higher than any other
country in Centra and Eastern Europe on the Freedom House/Wall Street Journa
"Index of Economic Freedom." The environment for foreign invesment is
excdlent. Foreign firms enjoy the same rights aslocal businesses, foreigners
have aright to own land, and there are no redtrictions on capitd flows and no
import duties. The combination of low risk, low cogts, low taxes and the most
successful economic reform program in the region has attracted corporate
invesments from amost 100 countries Today, goproximately 50 fully or
partidly foreign owned companies operate in the tourism sector. The Estonian
Government is determined to continue its free market policies, which have
earned Etoniathe reputation for having the most liberd trade and investment
lawsin Europe.

For additiond information regarding market ressarch specific to your praducts

and sarvices, ask about our Hexible Market Research and Customized Market
Andyds programs by contacting us at 1-800-USA-TRAD(E) or www.export.gov.



Both reports provide timely, cusomized, reliable ansvers to your inquiries
about amarket and its receptivity to your products and services.

To the best of our knowledge, the information contained in this report is

accurae as of the date published. However, the Department of Commerce does not
take respongbility for actions readers may teke based on the information

contained herein. Reeders should adways conduct their own due diligence before

entering into business ventures or other commercid arrangements. The
Department of Commerce can asss companiesin these endeavors.

ISA Customer Saisfaction Survey

U.S. Depatment of Commerce
Internationd Trade Adminidration

U.S. Commercid Sarvice

The U.S. Depatment of Commerce would appreciate input from U.S. businesses
that have used this I SA report in conducting export market research. Please
review the privacy Satement / disclamers a the bottom of this Web ste.

Please take a few moments to complete the attached survey and fax it to
202/482-0973, mail it to QAS, Rm. 2002, U.S. Department of Commerce,
Washington, D.C. 20230, or Emall: Internet{ QA Survey@mail.doc.gov].

** * About Our Service* * *

1. Country covered by report:

Indudtryftitle:

Commerce domedtic office that asssted you (if gpplicable):

2. How did you find out about the |SA service?
__Direct mall

__Recommended by another firm
__Recommended by Commerce aff
__Trade/lgtae/private newdetter

__Department of Commerce newdetter

__Other (specify):

3. Flease indicate the extent to which your objectives were
satidfied:

1-Very stified

2-HAidied

3-Nether stisfied nor dissatisfied

4-Distidfied



5-Vey disstisfied
6-Not gpplicable

__Overdl objectives

__Accurecy of informetion
__Completeness of informetion

__Claity of information

__Rdevance of information

__Followup by Commerce representetive

4. Inyour opinion, did usng the ISA sarvice fadlitate any of
the following?

__Decided to enter or increase presence in market
__Deveoped an export marketing plan

__Added to knowledge of country/industry
__Corroborated market data from other sources
__Decided to bypass or reduce presence in market

__ Other (specify):

5. How likely would you beto use the 1SA sarvice again?
__Ddfinitely would

__Probably would

__Unsure

__Probably would not

__Definitdy would not

6. Comments

* ** About Your Hrm* * *

1. Number of employess  1-99  100-249 _ 250-499
_ 500-999 1,000+

2. Location (abbreviation of your state only):

3. Business activity (check one):
__Manufacturing

__Savice

__Agent, broker, manufacturer's representative
__Export management or trading company
__Other (specify):

4. Vdue of export shipments over the past 12 months:



__Lessthan $10K
_ $11K-$100K
__ $101K-$500K
—_$501K-$999K
_ $$1IM-$5M
__Morethan $5M

May we cdl you about your experience with the ISA service?
Contact name;

Phone:

Fax number:

Email:

Thisreport is authorized by law (15 U.S.C. 1512 et s2q., 15

U.S.C. 171 et seq.). While you are not required to respond, your
cooperation is needed to make the results of this evauation
comprehengve, accurate, and timely. Public reporting burden for

this collection of informetion is esimated to average ten

minutes per response, including the time for reviewing

indructions, searching exiding data sources, gethering and

maintaining the data neaded, and completing and reviewing the
collection of information. Send comments regarding this burden
estimate or any other aspect of this collection of information,

including suggestions for reducing the burden, to Reports

Clearance Officer, Internationa Trade Administration, Rm. 4001,

U.S. Dept. of Commerce, Washington, D.C. 20230, and to the Office
of Information and Regulatory Affairs, Office of Management and
Budget, Paperwork Reduction Project (0625-0217), Washington, D.C.
20503.
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For additiond information regarding market research specific to your products and
sarvices, ask about our Hexible Market Research and Customized Market Analysis
programs by contacting usa 1-800- USA-TRAD(E) or www.export.gov or
www.buyusa.com. Both reports provide timdy, customized, rdliable answersto your
inquiries about a market and its receptivity to your products and services.

To the best of our knowledge, the information contained in this report is accurete as of
the date published. However, The Department of Commerce does not teke responghility

for actions readers may take based on the information contained herein. Readers should
aways conduct their own due dilligence before entering into business ventures or other



commercid arrangements. The Department of Commerce can assst companiesin these
endeavors.



